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Abstract
Higher education institutions have acknowledged the importance of social networks for multiple purposes, such as 
exploring innovative mechanisms for teaching-learning processes, colonizing new social communication channels 
and strengthening their institutional brand. The primary aim of this study was to identify the impact of various 
post formats on digital engagement in the context of the Facebook pages of some of the most important Mexican 
universities. It likewise sought to evaluate the use that universities made of each format. A quantitative methodology 
was used to analyse 31,590 content units posted by 28 universities, resulting in a total of 1,270,621 likes, 252,399 
shares, and 80,620 comments on their respective Facebook pages. The study found that: a) there is a statistically 
signiﬁcant relationship between a post’s format and the digital engagement it generates; b) while links are the least 
conducive format for boosting digital engagement, they are also the most frequently used; and c) although images 
usually boost digital engagement the most, only 18% of the studied universities chose this format ﬁrst. 
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Relación entre los formatos de publicación y el engagement digital:  
estudio de las páginas de Facebook de las universidades mexicanas
Resumen
Las instituciones de educación superior están reconociendo la importancia de las redes sociales para múltiples propósitos 
como explorar mecanismos innovadores de enseñanza-aprendizaje, colonizar nuevos canales de comunicación social y 
reforzar su marca institucional. El objetivo de esta investigación fue identiﬁcar el impacto que tienen los distintos formatos 
de publicación, usados en las páginas de Facebook de algunas de las principales universidades mexicanas, en el nivel 
de engagement digital asociado a esa publicación especíﬁca. Adicionalmente se evalúa el uso de dichos formatos de 
publicación que hacen las mismas universidades. Para ello, se siguió una metodología cuantitativa y se analizaron 31.590 
contenidos, de 28 universidades mexicanas, que a su vez generaron 1.270.621 «Me gusta», fueron compartidos 252.399 
veces y registraron 80.620 comentarios. Entre los resultados de esta investigación se obtuvo que: a) existe una relación 
estadísticamente signiﬁcativa entre el formato de una publicación y el nivel de engagement digital que genera; b) los 
enlaces son el formato asociado a un menor engagement digital y, sin embargo, su frecuencia de uso es la más alta; c) en 
general, las imágenes son el formato de publicación asociado al mayor nivel de engagement digital, pero solo el 18% de 
las universidades estudiadas lo utilizan como primera alternativa frente a los otros formatos de publicación. 
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Introduction
Today’s university students ﬁrst came into contact with the Internet at a very early age. These digital natives were 
thus familiar with and comfortable using technology long before starting their college education (Pensky, 2001). 
This reality has encouraged many universities to oﬀer various services online, including the recent foray by some 
higher education institutions onto social networks. As a result of this growing interest in broadening communication 
through new digital channels, there is an increasing need to understand the eﬀects of social networks and digital 
teaching practices on learning processes, as well as how they relate to academic success and other components of 
student development (Wise, Skues and Williams, 2011).
Theoretical Framework
The term ‘engagement’ refers to a mental state of enjoyment of the representation of an action or object (Laurel, 
1992). This concept can take on new and diverse connotations according to the context in which it is used. In the 
case of universities, there are four kinds of engagement. The ﬁrst is academic engagement, which refers to students’ 
commitment to their ﬁeld of study and related curricular activities (Astin, 1984). The second is social engagement, 
which identiﬁes the aﬀective feelings that students attach to their university as a community and to their social 
activities (Nystrand and Gamoran, 1992). The third is brand engagement, which envisions schools as service 
suppliers and underscores the consumers’ reactions (Bummerus, Liljander, Weman and Pihlstrom, 2012). Finally, 
the fourth is universities’ digital engagement as participants in social networks; this is manifested in their followers’ 
reaction to the characteristics and content of the material they share online (Cvijikj and Michahelles, 2013). 
Digital engagement on a social network oﬀers a means to administrate, promote and measure other kinds of 
engagement: academic, social, and branding. According to Junco (2001), there is a powerful relationship between 
the use of Facebook and real-world events, which is why engagement in some Facebook activities is directly related 
to engagement in real-world activities. 
Several studies have evaluated social networks’ impact on learning, with diverse results depending on the 
observation stage. Some studies have found that the time students spend browsing Facebook is negatively 
correlated to the time spent studying and to their academic performance (Kirschener and Karpinski, 2010; Junco, 
2011; Hew, 2011; Cheung et al., 2011). However, others have focused on analysing the use of social networks in 
teaching courses (Badge, Sunders and Cann, 2011; Barczyk and Duncan, 2013; Bosch, 2009; Hwang and Brummans, 
2011; Mazman et al., 2010) and have reported positive results, not only with regard to performance, but also in 
terms of the degree of student acceptance. 
Moreover, with regard to social engagement, there is a positive correlation between the use of Facebook 
and participation in extracurricular activities and student groups (Junco, 2011). In fact, social networks should be 
recognized as an instrument for universities to communicate their activities to society in a mutually beneﬁcial way 
(Wilks and Pearce, 2011; Guzmán and Del Moral, 2013).
Finally, brand engagement takes on special importance since universities’ initial eﬀorts to use social networks 
are usually undertaken by their marketing and recruitment departments (Wise, Skues, and Williams, 2011). Guzmán 
and del Moral (2013) have identiﬁed two macro-trends in social network communication strategies: promotion of 
the university’s brand image and interaction between the institution and its academic community. 
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Of course, format is only one of the factors in a post that inﬂuences digital engagement; other factors inﬂuencing 
the impact of a post in the context of a social network communication strategy include content type and timing. 
This study will focus on the digital engagement generated by a speciﬁc social network, Facebook. 
Facebook is the largest social network worldwide. In September 2013, it had a daily mean of 727 million active 
users (newsroom.fb.com, n.d.). Multiple studies have highlighted the high participation rates of university students 
on the platform: close to 90% are active members (Hargittai, 2008; Smith and Caruso, 2010). The literature also 
suggests frequent daily use (Christoﬁdes, Muise and Desmarais, 2009; Pempek, Yermolayeva and Calvert, 2009; Ross 
et al., 2009; Valenzuela, Park and Kee, 2009; Valerio and Valenzuela, 2011) although Olson (2011) points out that 
participation in online social networks is greater for general matters than for academic purposes. Nevertheless, 
this participation has also contributed to the building up of social capital, virtual communities and engagement 
opportunities among university students (Olson, 2011; Ellison, Steinﬁeld and Lampe, 2007; Valenzuela, Park and Kee, 
2009). 
Cvijikj and Michahelles (2013) developed a conceptual framework in which they propose that digital engagement 
on a social network depends on several elements: (1) the type of content published, ie the nature and content 
of the messages; (2) the post format, which could be understood as the message’s wrapper; and (3) the time of 
publication, which refers to the chronological or psychological timing of the post. This study focused on the post’s 
format. In this regard, there are four well-deﬁned post formats on Facebook: images, plain text, videos and links 
(Cvijikj and Michahelles, 2013; Leung, 2012). 
Leung (2012) analysed the impact of post formats on generated engagement. Although the context of that 
study was not academic, it makes it possible to compare the results obtained here. Leung (2012) analysed the 
content of the Facebook pages of 12 hotels and found that links were the most commonly used post format (37.9%), 
followed by images (30.5%), plain text (28.7%) and video (2.9%). 
Leung (2012) also analysed the factors inﬂuencing content features on social networks and found that clients’ 
commitment (engagement) could be measured in terms of the number of times they liked, commented on, or 
shared the post, and how long the interaction lasted on the Facebook brand page. This method of measuring 
engagement is largely similar to that followed by Cvijikj and Michahelles (2013), who deﬁned mechanisms for 
measuring the engagement of Facebook followers based on the analysis of actions such as (1) liking a post, (2) 
commenting on it, and (3) sharing it. 
These three actions are signiﬁcant indicators for engagement research. First, liking a comment or post provides 
positive feedback to the author thereof and encourages them to comment or post more on their page. Second, by 
commenting on a post, users not only interact with the person who posted it, but also show interest and encourage 
other users to share their knowledge and opinions on the topic as well, in some cases generating conversation or 
debate. Third, sharing a post usually indicates that the recipient of the message agrees with the post and wants to 
send it on to his or her contacts, thereby increasing the post’s audience.
As noted earlier, a post’s success in terms of engagement depends on several factors, such as when it is posted, 
the format used, and the content. In light of these considerations, this study sought to respond to the following 
questions:  
1.  Do the formats used for the different posts on the studied universities’ Facebook fan pages impact digital 
engagement?
2.  How closely does the frequency with which each post format is used correlate to digital engagement?
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Method
To gather a study sample, 46 Mexican universities in the QS Latin American University Ranking were analysed. 
This ranking is compiled based on criteria such as academic reputation, employer reputation, faculty-student 
ratio, citations per paper, papers per faculty member, faculty members with a PhD, and Web impact (Quacquarelli 
Symonds, 2013). Of the 46 Mexican universities in the ranking, only 28 met the following criteria and were thus 
included in the sample: a) the university had a Facebook fan page; b) the fan page was oﬃcial and global (universities 
with multiple, local, non-global fan pages were disregarded); c) the fan page was more than one year old and thus 
had a consolidated follower base; and d) the fan page had not been inactive for more than six consecutive months 
within the observation period (30 April 2012 to 30 April 2013).
Once the sample was obtained, the information related to post type and the number of likes, comments and 
shares was collected. This was done using Facebook Query Language (FQL), a query language that enables the 
concentration of Facebook users’ public data. FQL speeds up data collection and oﬀers the possibility of objectively 
sorting data according to content within the deﬁned parameters. 
Figure 1 shows the breakdown by format of the resulting 31,590 content units in the data set. These content 
units received a total of 1,270,621 likes, 252,399 shares, and 80,620 comments. These data were used for further 
statistical analysis.
Video 92  
(0.3%)








Figure 1. Breakdown of post formats
A quantitative methodology was used to analyse the data, in which the response variables were the number of likes, 
comments and shares, and the independent variable was the post format. According to Facebook’s oﬃcial parameters, 
the possible post formats were: a) image, b) plain text, c) link, and d) video. Because the volume of interactions 
a post receives is inﬂuenced by the number of followers of the page it is posted to, in order to isolate this eﬀect, 
results were reported as likes, comments and shares per post per every 1000 fans of the Facebook page in question. 
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It was decided to focus the study on the possible eﬀect of these kinds of posts on each of the three 
aforementioned response variables taken separately. This decision was based, ﬁrst, on the fact that likes, comments 
and shares denote diﬀerent degrees of follower engagement. Second, there were signiﬁcant diﬀerences in the 
volume of each type of interaction: 79.23% of the interactions were likes, 15.74% shares, and 5.03% comments. Had 
joint measurements been considered, the results would have been biased due to the high level of likes.
Since a quantitative analysis was required for the post format, an analysis of variance (ANOVA) was used with a 
signiﬁcance of 0.05. A Fisher’s LSD test was run on the result obtained to sort and organize the media in the diﬀerent 
categories (media that did not share letters were signiﬁcantly diﬀerent, with individual conﬁdence intervals of 95%). 
The LSD process is considered a very eﬃcient test for detecting true diﬀerences between media when applied after 
a variance analysis test (Ollero et al., 1997). 
The latter results should be interpreted cautiously, since the likes were the only kind of interaction that can 
be assumed to have been strictly positive. In contrast, followers can use comments and shares to express their 
disagreement or dissatisfaction with a post. However, in our experience based on the data used for the sample, 
most comments reﬂect positive or neutral opinions of the content; the incidence of negative opinions is low. The 
quotient of likes and comments was also calculated, resulting in 0.62; the quotient of likes and shares was 0.55. 
Both ﬁgures are signiﬁcant and indicate a positive and moderate relationship that enables conclusions to be drawn 
regarding the three kinds of interactions.
Results
Shown below are the results for each of the proposed questions. 
1. Do the formats used for the diﬀerent posts on the studied universities’ Facebook fan pages impact digital 
engagement?
Table 1 shows the results of the ANOVA test. As can be seen, the p-value for the F test was small (<0.05); the 
hypothesis of equality of means can thus be rejected. In other words, post format is a statistically relevant factor for 
determining the number of likes a post receives.  
Table 1. One-factor ANOVA: number of likes vs format
Source df SSQ MS F P
Format 3 17613.8 5871.3 608.99 0.000
Error 31586 304521.1 9.6
Total 31589 322134.9
Likewise, as shown in Table 2, Fisher’s LSD test showed that the categories of images, plain text and links are 
clearly distinguishable from each other. In other words, images generate more likes than plain text posts, which, in 
turn, generate more interactions than links. Since the video category was nominally lower than images and plain 
text, the result prevented us from making a statistic distinction with regard to the previous two categories; this 
could be due to the low frequency of this type of post within the sample (92). 

RUSC VOL. 12 No. 1 | Universitat Oberta de Catalunya and University of New England | Barcelona, January 2015
CC  G. Valerio, D. J.Herrera-Murillo, F. Villanueva-Puente, N. Herrera-Murillo and M.C. Rodríguez-Martínez | CC  by FUOC, 2015 | The Relationship between Post Formats and Digital Engagement…
Table 2. Mean likes received by format according to Fisher’s LSD test
Format  Mean Grouping 
Images 2.067    A
Plain text   1.706          B
Video 1.448    A    B
Links 0.476              C
With regard to comments, Table 3 shows the results of the ANOVA test. The p-value associated with the F test 
is small (<0.05), and the hypothesis of equality of means can thus be rejected. In other words, post format is a 
statistically signiﬁcant factor in deﬁning the number of comments generated by a post. 
 
Table 3. One-factor ANOVA: comments vs format
Source  df SSQ MS F P
Format 3 85.40 28.47  43.48  0.000
Error 31586  20676.62   0.65
Total 31589  20762.02
Furthermore, as seen in Table 4, Fisher’s LSD test shows that while the means for the plain text and image 
categories are indistinguishable, they are both clearly higher than that for the link category. In other words, the 
average number of comments generated by a plain-text post or image was signiﬁcantly higher than the average 
number of comments generated by a link. The video format was not clearly diﬀerentiated from the rest. 
Table 4. Mean number of comments received by format according to Fisher’s LSD test
Format  Mean Grouping
Plain text 0.160    A
Images 0.152    A 
Video 0.151    A   B
Links 0.051         B
As for shares, as can be seen in Table 5, which shows the results of the ANOVA test, the p-value for the F test was 
small (<0.05), and the hypothesis of equality of means can thus be rejected. In other words, a post’s format was a 
statistically relevant factor in determining the number of times a content unit was shared.  
Table 5. One-factor ANOVA: shares vs format
Source df SSQ MS F P
Format 3 1145.0 381.7 64.31  0.000
Error 31586  187457 5.9
Total 31589  188602
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Moreover, as can be seen in Table 6, Fisher’s LSD test showed that, while the means for the plain text and link 
categories were indistinguishable from each other, both were clearly lower than the mean for images. In other 
words, on average, content units in video format were shared signiﬁcantly more times than link and plain text posts 
were shared. In contrast, videos could not be clearly diﬀerentiated from the rest. 
Table 6. Mean number of shares received by format according to Fisher’s LSD test
Format  Mean Grouping 
Images 0.488    A
Video 0.442    A B
Links 0.087        B
Plain Text 0.083        B
2. How closely does the frequency with which each type of post format is used correlate to digital 
engagement?
The main aim of this question was to determine the relationship between the volume of a given type of post 
and the digital engagement it generated. The number of likes was used as a proxy measure of total acceptance 
since it is the most representative form of interaction. In terms of frequency of use, links were found to be the most 
commonly used post format on some university fan pages, accounting for 50.4% of the total. They were followed 
by images (33.7%), plain text (15.6%), and, ﬁnally, videos (0.30%).
As Figure 2 clearly shows, although links were the most frequently used format, they were also the format with 
the lowest level of acceptance. Images, which had the highest level of acceptance, were the second most frequently 
used format. Videos, which were only marginally used, had an average acceptance rate compared to links. 























Figure 2. Frequency and acceptance of post formats at Mexican universities
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Links Images Plain text Video
Acceptance 0.48 2.07 1.71 1.45
Frequency 50.4% 33.7% 15.6% 0.30%
Conclusions and Implications
The results of the analysis of Mexican universities’ Facebook posts suggest that images are the most conducive 
content format for increasing digital engagement with posts, while links are the least conducive. These ﬁndings are 
similar to those reported by Leung (2012), who found that images were the best format for fostering engagement 
in the context of hotel marketing. Nevertheless, unlike Leung’s ﬁndings, in this study, links, rather than videos, were 
the least eﬃcient format in terms of engagement. This diﬀerence suggests that post format may not necessarily be 
the factor with the greatest impact on digital engagement in every setting.
With regard to the primary aim of evaluating the use of diﬀerent formats, the evidence suggests that Facebook 
page administrators at Mexican higher education institutions are not using the available formats in the most 
eﬃcient way. This can be seen in the fact that most of them rely heavily on the least popular formats in terms of 
likes received, comments and shares. 
To increase digital engagement with these posts, this study’s ﬁndings suggest that the frequency with which 
each post format is used should be brought into line with its eﬀectiveness in terms of fostering interaction. In most 
cases, this would mean cutting back on the extensive use of links as the preferred format. 
The way this analysis was performed made it possible to reliably identify links as the least popular post format. 
However, equally reliable conclusions could not be drawn with regard to the most popular post format. While a 
global analysis of the data suggests that images had the greatest acceptance, this statement cannot be generalized. 
If the universities were analysed separately, signiﬁcant diﬀerences would be found between the plain text and video 
formats in some cases. 
This study’s ﬁndings do not include conclusive answers regarding the path to take to improve the digital 
engagement performance of Facebook posts. However, the importance of continuously monitoring each 
post’s performance in order to identify the most and least conducive post formats, and thereby enhance overall 
performance on Facebook or any other digital medium used as an engagement tool, is clear. 
The results of this study should be interpreted taking into consideration the study’s own limitations. Some 
external elements may have inﬂuenced the execution of the research. First, the fact that the data were collected 
over a period of one year could be considered a limiting factor, as environmental factors could aﬀect the general 
behaviour of the studied community over that particular period. It is possible that the studied group would have 
behaved diﬀerently in a diﬀerent period. Second, the tool used in the study’s design, i.e. Facebook pages, could also 
be a limiting factor. The universities’ interactions with their followers could only be monitored through the wall of 
their Facebook pages; there was no way to monitor activities carried out with private tools such as the Inbox. Third, 
since this was a quantitative study, no qualitative analyses were conducted on the types of interactions or content. 
These factors should be taken into consideration when generalizing the results.
Future quantitative and qualitative research could focus on the inﬂuence that other factors, such as the type 
of content of a post or its timing, might have on digital engagement with it. It is also worth noting that Mexican 
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universities use their Facebook pages mainly to foster social and brand engagement and, only to a lesser extent, to 
promote academic engagement. Therefore, observation scenarios should be identiﬁed in which the academic use 
of a social network prevails. 
Bibliography
Astin, A. (1984). Student involvement: a developmental theory for higher education. Journal of College Student 
Personnel, 25(4), 297-308.
Badge, J., Sunders, N. and Cann, A. (2012). Beyond marks: new tools to visualize student engagement via social 
networks. Computers in Human Behavior, 27(4), 1337-1343.
Barczyk, C. and Duncan, D. (2013). Facebook in Higher Education Courses: An Analysis of Students’ Attitudes, 
Community of Practice, and Classroom Community. International Business and Management, 6(1), 1-11.
Bosch, T. E. (2009). Using online social networking for teaching and learning: Facebook use at the University of Cape 
Town. Communication, 35(2), 185-200.
 doi: http://dx.doi.org/10.1080/02500160903250648 
Cheung, C., Chiu, P. and Lee, M. (2011). Online social networks: Why do students use Facebook? Computers in Human 
Behavior, 27(4), 1337-1343.
 doi: http://dx.doi.org/10.1016/j.chb.2010.07.028
Christoﬁdes, E., Muise, A. and Desmarais, S. (2009). Information disclosure and control on Facebook: Are they two 
sides of the same coin or two diﬀerent processes? CyberPsychology & Behavior, 12(3), 341-345.
 doi: http://dx.doi.org/10.1089/cpb.2008.0226
Cvijikj, P. and Michahelles, F. (2013). Online engagement factors on Facebook brand pages. Social Network Analysis 
and Mining, 3(4), 843-861. 
 doi http://dx.doi.org/10.1007/s13278-013-0098-8
Ellison, N. B., Steinﬁeld, C. and Lampe, C. (2007). The beneﬁts of Facebook “friends”: Social capital and college students’ 
use of online social network sites. Journal of Computer-Mediated Communication, 12, 1143-1168.
 doi: http://dx.doi.org/10.1111/j.1083-6101.2007.00367.x
Gummerus, J., Liljander, V., Weman, E. and Pihlström, M. (2012). Customer engagement in a Facebook brand 
community. Management Research Review, 35(9), 857-877.
 doi: http://dx.doi.org/10.1108/01409171211256578
Guzmán, A. P. and Del Moral, M. E. (2013). Contribución de Twitter a la mejora de la comunicación estratégica de las 
universidades latinoamericanas. Revista de Universidad y Sociedad del Conocimiento, 10(2), 236-251.
Hargittai, E. (2008). Whose space? Diﬀerences among users and non-users of social network sites. Journal of 
Computer-Mediated Communication, 13(1), 276-297.
 doi: http://dx.doi.org/10.1111/j.1083-6101.2007.00396.x
Hew, K. F. (2011). Students’ and teachers’ use of Facebook. Computers in Human Behavior, 27(2), 662-676.
 doi: http://dx.doi.org/10.1016/j.chb.2010.11.020
Hwang, J. M. and Brummans, B. H. J. M. (2011). Learning about media eﬀects by building a Wiki community: 
Students’ experiences and satisfaction. In C. Wankel (Ed.), Teaching arts and science with the new social media 
(pp. 39-59). Bingley (United Kingdom): Emerald Group Publishing.

RUSC VOL. 12 No. 1 | Universitat Oberta de Catalunya and University of New England | Barcelona, January 2015
CC  G. Valerio, D. J.Herrera-Murillo, F. Villanueva-Puente, N. Herrera-Murillo and M.C. Rodríguez-Martínez | CC  by FUOC, 2015 | The Relationship between Post Formats and Digital Engagement…
Junco, R. (2011). The relationship between frequency of Facebook use, participation in Facebook activities, and 
student engagement. Computers & Education, 58(1), 162-171.
 doi: http://dx.doi.org/10.1016/j.compedu.2011.08.004
Kirschner, P. and Karpinski, A. (2010). Facebook and academic performance. Computers in Human Behavior, 26(6), 
1237-1245.
 doi: http://dx.doi.org/10.1016/j.chb.2010.03.024
Laurel, B. (1993). Computers as theater. New York: Addison-Wesley Publishing.
Leung, X. Y. (2012). The marketing eﬀectiveness of hotel Facebook pages: From perspectives of customers and messages 
(Order No. 3544611, University of Nevada, Las Vegas). Available from ProQuest Dissertations and Theses 
database, 305. Retrieved 4 February 2009 from the ProQuest database at the Digital Library of Tecnológico de 
Monterrey. 
Mazman, S. and Usluel, Y. (2010). Modeling educational usage of Facebook. Computers & Education, 55(2), 444-453.
 doi: http://dx.doi.org/10.1016/j.compedu.2010.02.008
newsroom.fb.com (n.d.). Facebook newsroom. Retrieved on 15 December 2013 from http://newsroom.fb.com/Key-
Facts
Nystrand, M. and Gamoran, A. (1992). Instructional discourse and student engagement. In D. H. Schunk and J. Meece 
(Eds.), Student Perceptions in the Classroom (pp. 149-179). Hillsdale (New Jersey): Lawrence Erlbaum.
Ollero, J., García, J., Lara, A., Martínez, A., Rodríguez, C. and Ramos, H. (1997). Diseño y análisis estadístico de experimentos 
y tratamientos. Granada: Grupo Editorial Universitario.
Olson, D. (2011). The relationship between community college student engagement and student usage of online social 
networking (Order No. 3494398, Northern Illinois University). Available from ProQuest Dissertations and Theses 
database, 166. Retrieved on 20 January 2014 from the ProQuest database of Tecnológico de Monterrey’s Digital 
Library.
Pempek, T. A., Yermolayeva, Y. A. and Calvert, S. (2009). College students’ social networking experiences on Facebook. 
Journal of Applied Developmental Psychology, 30(3), 227-238.
 doi: http://dx.doi.org/10.1016/j.appdev.2008.12.010
Pensky, M. (2001). Digital Natives, Digital Immigrants. On the Horizon, 9(5), 1-6.
 doi: http://dx.doi.org/10.1108/10748120110424843
Quacquarelli Symonds (n.d.). QS Latin American University Rankings 2013. Retrieved on 12 June 2013 from http://
www.topuniversities.com/university-rankings/latin-american-university-rankings/2013 
Ross, C., Orr, E. S., Sisic, M., Arseneault, J. M., Simmering, M. G. and Orr, R. R. (2009). Personality and motivations 
associated with Facebook use. Computers in Human Behavior, 25(2), 578-586.
 doi: http://dx.doi.org/10.1016/j.chb.2008.12.024
Smith, S. D. and Caruso, J. B. (2010). The ECAR study of undergraduate students and information technology. Vol. 6. 
Boulder (Colorado): EDUCAUSE Center for Applied Research. Retrieved on 15 December 2013 from http://www.
educause.edu/Resources/ECARStudyofUndergraduateStuden/217333
Valenzuela, S., Park, N. and Kee, K. F. (2009). Is there social capital in a social network site?: Facebook use and college 
students’ life satisfaction, trust, and participation. Journal of Computer-Mediated Communication, 14(4), 875-901.
 doi: http://dx.doi.org/10.1111/j.1083-6101.2009.01474.x
Valerio, G. and Valenzuela, R. (2011). Contactos de redes sociales en línea como repositorios de información. Revista 
de Universidad y Sociedad del Conocimiento, 8(1), 128-141.

RUSC VOL. 12 No. 1 | Universitat Oberta de Catalunya and University of New England | Barcelona, January 2015
CC  G. Valerio, D. J.Herrera-Murillo, F. Villanueva-Puente, N. Herrera-Murillo and M.C. Rodríguez-Martínez | CC  by FUOC, 2015 | The Relationship between Post Formats and Digital Engagement…
Wilks, L. and Pearce, N. (2011). Fostering an ecology of openness: the role of social media in public engagement 
at the Open University, UK. In C. Wankel (Ed.), Teaching Arts and Science with the New Social Media (pp. 241-263). 
Bingley (United Kingdom): Emerald Group Publishing.
Wise, L. Z., Skues, J. and Williams, B. (2011). Facebook in higher education promotes social but not academic 
engagement. In G. Williams, P. Statham, N. Brown and B. Cleland (Eds.), Changing Demands, Changing Directions. 
Proceedings ascilite Hobart 2011 (pp. 1332-1342). 
About the authors 
Gabriel Valerio 
gvalerio@itesm.mx
Research professor at Tecnológico de Monterrey
Gabriel Valerio earned his PhD in Educational Innovation from Tecnológico de Monterrey. He holds a bachelor’s degree 
in Computer Systems Engineering and a master’s degree in Information Technologies Management. He has published 
several informative and scientiﬁc articles on the impact of social software, mainly social networks, in educational and 
business settings. He has consulted for multiple companies, supporting the implementation of information technologies 
to manage knowledge. He has moreover spoken at conferences and workshops in several countries, including Portugal, 
Spain, France, Brazil, Colombia, Nicaragua, Mexico, Panama, and the Czech Republic, among others. 
 
Colonia Tecnológico 





Researcher at the Costa Rican Chamber of Information and Communication Technologies 
Dagoberto José Herrera-Murillo earned his bachelor’s degree in Business and Information Technologies Engineering from 
Tecnológico de Monterrey, with a specialization in Information Technology Service Management. He worked as a research 
assistant at the Tecnológico de Monterrey’s Center for Knowledge Systems, where he participated in several research 
projects on social network users’ behaviour resulting in the publication of articles in international peer-reviewed journals. 
He is currently a researcher at the Costa Rican Chamber of Information and Communication Technologies, where he is 
responsible for the Sectorial Mapping of Digital Technology Companies, Costa Rica 2014 project. 
Cámara de Tecnologías de Información y Comunicación de Costa Rica 




RUSC VOL. 12 No. 1 | Universitat Oberta de Catalunya and University of New England | Barcelona, January 2015
CC  G. Valerio, D. J.Herrera-Murillo, F. Villanueva-Puente, N. Herrera-Murillo and M.C. Rodríguez-Martínez | CC  by FUOC, 2015 | The Relationship between Post Formats and Digital Engagement…
Fernando Villanueva-Puente
fer.villa19@gmail.com
Graduate student at Tecnológico de Monterrey
Fernando Villanueva-Puente earned his bachelor’s degree in Information and Communication Technologies Engineering 
from Universidad La Salle Victoria. He earned his master’s degree in Information and Communication Technologies 
Management from Tecnológico de Monterrey, Monterrey Campus. Throughout his career, he has held positions in both 
the public and private sectors in the ﬁeld of information technology. Recognized as a distinguished collaborator, he has 
participated in several leadership and social development activities and workshops.
2 y 3 calle de los Nidos 1407
Fraccionamiento las Palmas




Researcher at the Costa Rican Chamber of Information and Communication Technologies
Natalia Herrera-Murillo holds a degree in Business and Information Technologies Engineering from Tecnológico de 
Monterrey with a specialization in Project Management. She has worked as a research assistant at the Tecnológico de 
Monterrey’s Center for Knowledge Systems and has co-authored several informative and scientiﬁc articles on the strategic 
use of social networks for education and business. She is currently a researcher at the Costa Rican Chamber of Information 
and Communication Technologies, where she is responsible for the Sectorial Mapping of Digital Technology Companies, 
Costa Rica 2014 project. 
Cámara de Tecnologías de Información y Comunicación de Costa Rica 




RUSC VOL. 12 No. 1 | Universitat Oberta de Catalunya and University of New England | Barcelona, January 2015
CC  G. Valerio, D. J.Herrera-Murillo, F. Villanueva-Puente, N. Herrera-Murillo and M.C. Rodríguez-Martínez | CC  by FUOC, 2015 | The Relationship between Post Formats and Digital Engagement…
María del Carmen Rodríguez-Martínez
marrodmar@uma.es
Professor and researcher at the University of Malaga
María del Carmen Rodríguez-Martínez holds a degree in Occupational Therapy, a bachelor’s degree in Music History 
and Sciences, and a master’s degree in New Research Trends in Health Sciences. She earned her PhD in Health Sciences 
from the University of Malaga (Spain). Since 2008/2009, she has worked as a professor and researcher at the University 
of Malaga. She has taught courses in gerontology, palliative care, music therapy and haemophilic intervention. She has 
taken several courses on teaching and new technologies and has participated in conferences on educational innovation. 
She has published articles in the areas of health and education. Her main research interests are professional proﬁles, 
personality and college students’ engagement, which she combines with other research lines. 
Facultad de Ciencias de la Salud 
Arquitecto Francisco Peñalosa
Ampliación del Campus de Teatinos
29071 Malaga
Spain
The texts published in this journal are – unless indicated otherwise – covered by the Creative Commons 
Spain Attribution 3.0 licence. You may copy, distribute, transmit and adapt the work, provided you attribute it 
(authorship, journal name, publisher) in the manner speciﬁed by the author(s) or licensor(s). The full text of the 
licence can be consulted here: <http://creativecommons.org/licenses/by/3.0/es/deed.en>
Original title Relación entre los formatos de publicación y el engagement digital: estudio de las páginas de Facebook de las universidades 
mexicanas
